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President John H. Leslie 


It was just three years ago that the National Industrial 
Recreation Association took one of the most significant for- 
ward steps in its history—the decision to establish its own 
official publication as a service to NIRA members and to 
all segments of the industrial recreation profession. 

RECREATION MANAGEMENT came into being as a 
result of that decision by the elected officers of the Associa- 
tion. The first issue of the magazine was published in 
January 1958. 

This month’s issue marks the beginning of our third 
year of publication. It is an occasion of landmark im- 
portance not only for NIRA but for the entire recreation 
game. RM, in my opinion, ranks with the National Con- 
ference and Exhibit as a contribution of vital consequence 
to the well-being of our Association and the industry as 
well. 


FILLS TWO LONG-STANDING NEEDS 

The NIRA magazine has filled two long-standing in- 
dustry needs from the very beginning. As a service publica- 
tion, it enabled the Association to expand its membership 
aids with a year-round flow of invaluable editorial material 
to recreation directors for the operation and management 
of their programs. Of equal importance, it gave the recrea- 
tion industry a common meeting ground where directors 
and suppliers could meet and do business with each other 
in mutual confidence. 

These were the twin objectives that motivated NIRA 
leadership to establish RECREATION MANAGEMENT 
back in 1957. The spectacular growth of the magazine in 
its first two years is ample evidence that both objectives 
have been served effectively and with distinction. So much 
so. in fact, that industrial recreation directors generally 
regard the magazine as the Bible of their profession by 
which they can better serve their own interests as business 
men and at the same time do a more effective job of pro- 
moting their programs and serving the needs of employees. 

There are always a few “Doubting Thomases” in left 
field. however—directors who want to know “what is NIRA 





doing for me?” 


PRESIDENT’S MESSAGE 


Significant 
Occasions 


To these men I can only say, “Look at the scores of 
member services that come your way through the pages 
of RECREATION MANAGEMENT. Look at them and use 
them. It’s as simple as that. Many of your fellow directors 
have stated for the record that the magazine alone is worth 
more to them every month than the cost of their national 
dues for the entire year. 


ENTHUSIATICALLY RECEIVED BY EVERYONE 

It takes a combination of many things to make for the 
growth and success of a service publication such as ours. 
Among the foremost of these are the enthusiastic reception 
of the magazine by NIRA members everywhere, the co- 
operation of affiliated organizations in serving us pipe- 
lines of news and information from their areas and the 
support of our advertisers in the recreation industry. 

R/M_ has fulfilled one other tremendously important 
function. It has served as a catalyst to bring the members 
of our Association closer together, to weld them into a 
stronger membership of state and local associations, and to 
generate a greater degree of understanding, cooperation 
and good will throughout the organization. As individuals 
we are thousands of miles apart in 50 states, the District of 
Columbia and Canada. As members of NIRA, we are in 
constant touch with each other through the pages of R/M. 
Distance ceases to separate us as we identify our interests 
with each other and work out common problems to our 
mutual satisfaction. 


CONGRATULATIONS FROM 6,000 READERS 

By now you must realize that as President of NIRA | am 
“high” on R/M and its tremendous record of service and 
achievement with every issue that comes off the press. That 
this is so, is a fitting tribute to our headquarters office staff. 
To this group I want to express thanks. Their teamwork 
and cooperation to produce the magazine month after 
month deserves the accolade of every one of us; and so. 
members of the staff, congratulations on a job well done 
from every one of the 6,000 RECREATION MANAGE. 
MENT readers. 
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TOP/MANAGEMENT SPEAKS: 


“Effort made by the company to encourage 
spare-time activities pays big dividends 


both to Kodak people and to the company” 


what we do in our 


working hours determines 
what we HAVE... 


. . . what we do in our 
play hours determines 
what we ARE 





Many years ago, George Eastman. founder of Eastmay 
Kodak Company, wrote, “What we do in our working 
hours determines what we have. What we do in our pla 
hours determines what we are.” 


This, I think, expresses very well the value of recreation 
time well spent. The use of one’s free time does have ; 
strong influence on character, on health, and on thi 
capacity to enjoy life to the full. How free time is to be 
used must be, of course, a strictly personal decision. No. 
body should tell you or me what our hobbies, activities 
and interests ought to be. 


But it is evident that worthwhile interests outside of% 
working hours can be fostered by the availability of ade§ 
quate facilities and the companionship of others who share 
our interests. In this respect, industry would seem to have 
a real obligation to its men and women. Certainly, if ath 
letic fields, gymnasium facilities, reading rooms. and areas 
and equipment for pursuing his hobbies are available toa 


person—along with the companionship of people who share § 


his spare-time interests—he will be far more likely to enter 
into and benefit from stimulating and rewarding activities. 
Many companies are in a good position to provide the 
physical setup for bringing this about. 


If there is a certain obligation here on the part of a¥% 


company, I would emphasize that it should not be thought 
of as relating strictly to athletic or physical pursuits. Indi: 
vidual interests range far beyond these fields. The pursuil 
of knowledge, hobbies of an intellectual kind. and non 
physical competitive activities should also be encouraged. 
In fact. a person’s preparation for life—and especially for 
his or her retirement years—is a lifelong process which can 


a 


be carried on most productively during leisure hours. Much § 
of this preparation is of an intellectual kind. I believe this 


is why Kodak, in addition to providing extensive athletic 
facilities, also provides facilities and opportunities for those 
interested in travel, in books and in hobbies that require 
study and concentration. 


Kodak management is convinced that the money spent. 
and the effort made by the company to encourage spare: 
time activities, pays big dividends both to Kodak people 
and to the Company. 


Donald McMaster | 
Chairman of the Executive Committee 


Eastman Kodak Company 
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Industrial recreation’s 


SPORTSMAN 


OF THE 
YEAR 







Harvey Sterkel, a highly skilled yet humble champion, truly 


represents the spirit of thousands of employee sportsmen 


In the great world of sport, untold 
legends are mass produced in indus- 
trial sports programs. These feats of 
skill and sportsmanship by employee 
athletes are equally as colorful and 
moving as the widely publicized ac- 
complishments of the professional and 
big college stars. 

As more and more people participate 
in company programs, it is only fitting 
that their achievements be recognized 
by honoring the Industrial Sportsman 
of the Year. 

In making the first award of this 
type, RECREATION MANAGEMENT 
had no problem finding qualified can- 
didates. 


Knotted in a shoot-off, 


seven-way 


ANN AA 
2. a ae 
* » * . 


Aurora. Admiring the trophy, C. 


Jim Cain of Champion Paper & Fibre 
Co. trained his sights on the flying 
target, popped 99 of 100 out of the sky 
to win the Armco Industrial Trap 
Shoot. 

Joe Broderick, Goodyear Tire & 
Rubber, performing with the same 
near-perfection, placed almost every 
shot in the bullseye to score 197 of a 
possible 200 points and win the NIRA- 
NRA Postal Rifle Match. 

Playing on a par with the country’s 
best amateur golfers, Tom Shafer of 
Bendix Aviation combined rounds of 
72-74 to beat out 363 employee golfers 
and become the 1959 Mid-West Indus- 
trial Golf Champion. 

These and countless other standout 






HOMECOMING WELCOME for the World Champs ended in a parade through 


B. Hurd, Stephens-Adamson vice president; 


LeRoy Hess, Sealmaster manager; L. S. Stephens, president; and Harvey Sterkel. 
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Stephens-Adamson’s Harvey Sterkel 


performances crowded the industrial § 
sports scene in 1959, Yet this year, on 
the deep green turf of Jack Russel 
Stadium in Clearwater, Fla.. R/M’s 
selection was made easy. 4 

It was here last September, that a 
young man who normally spends his all 
days in the quality control laboratory} sy, 
of the Sealmaster Bearings Division fj | 
Stephens-Adamson Mfg. Co. rewrote lM fr, 
World Softball Tournament history. 19 

Harvey Sterkel has long been well 3. 
known in softball circles, At 17, he pic 
won his first World Tournament game. 9 







He became an All-American pitching py 
selection at 18, and, at 22, the World® f,, 
Tournament’s most valuable player. in 





Finally, this year, the 25-year-old 








SON BOBBY, 5, gets a beginner’s pitch: @ \ 
ing lesson from his father. Other Ster- @ d 
kels: Ronnie 3 and Susan 6 weeks. ‘ 





























freballing righthander became a mem- 
ber of a World championship team 
with a phenomenal performance that 
eclipsed his previous accomplishments. 

The Sealmasters entered the World 
Tournament at Clearwater as a dark- 
horse. In 1956, the Aurora, Ill. team 
went to the semi-finals before being 
eliminated 1-0. In 1957, they went all 
the way to the finals only to lose the 


” 


championship 1-0 in 18 innings. 


LONG ROAD BACK 
1958 was a grave disappointment. 






After winning their opener against the 
defending champion Clearwater Bomb- 
ers, they lost successive 1-0 games and 





went home to await “next year.” 

But, after losing their first game to 
the Bombers in the 1959 meet, it 
looked as if “next year” would never 
arrive. No team in the double elimina- 
~~ ~*.@ tion World Tournament had ever lost 
j their first game and come back to win 













orkel © the championship. 

Trying to come back, the Seal- 
lustrial masters were given a first class scare 
Car, ON by a team from Manzanillo, Cuba, be- 
Russell fore squeezing out a 1-0 win in 11 
R "Et innings. Now they were on the way. 

» Teammate Don Proctor turned back 
that a 


a) Salt Lake City, but from here on in, 
ids his Hall the pitching was handled by 
yratory © Sterkel. 


He set 


Sz 


sion olf 





down a commercial team 


ewrolt @ from Miami on two-hits, then fanned 
ry. 19 in whipping Baltimore. Victory No. 
n_ well 3 came on a two-hitter against Cham- 
17, he pion Paper & Fibre YMCA, 

game. The next hurdle was almost too high, 


itching but the Sealmasters made it by coming 


World @ from behind with two runs in the last 
er. inning to down the De Jur Cameramen 
sar-old | 





JACK RUSSELL STADIUM, Clearwater, was filled to its 7,500-seat capacity when 
Harvey Sterkel blanked the Clearwater Bombers to bring the World’s Softball 
championship to the Stephens-Adamson Sealmasters. 


from Long Island City, N. Y. Sterkel 
struck out 10. 

This put the Sealmasters in the semi- 
finals on the morning of the tourna- 
ment’s last day, but they were. still 
far from the championship. Manager 





FOUR YEAR’S WITH STERKEL 


Statistical re-cap of Harvey Sterkel’s four years 
with Stephens-Adamson Sealmasters 


Year W L iP SO BB H ERA 
1956 30 3 244 548 23 41 = 0.17 
1957 25 2 201 421 27 «44 = 0.14 
1958 25 2 231 519 38 45 0.09 
1959 39 2 306 595 44 83 0.27 
Total 124 9 982 2083 132 213 0.17 


includes 33 no-hit games 





LeRoy Hess called on Sterkel to go 
against the defending champions, the 
Raybestos Division of Raybestos-Man- 
hattan, Stratford, Conn. 

The Sealmasters scored three in the 
first to take off the pressure, but Sterkel 


piteh- NIRA CONFERENCE and Exhibit at Chicago in 1956 featured a softball pitching 
- Ster- demonstration of Harvey Sterkel’s dazzling delivery. Only 22 at the time, Harvey 
\. was already established as one of the nation’s top fireballers. 
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did his part by holding the champions 
scoreless on one hit. 

The undefeated Clearwater Bombers 
came next. Losing to the Bombers 
meant the end of the line, but the Seal- 
masters had to beat the Bombers twice 
before they could eliminate their old 
foe. 

Both games were thrillers with Ster- 
kel’s unbelievable pitching taking all 


the headlines. He held the Bombers 
scoreless with two hits to win the 
opener 1-0. 

In the showdown second game. 


Harvey and Bomber pitcher Bill Mas- 
sey battled in a scoreless tie until the 
10th Hess 
doubled home the winning run_ that 
made the Sealmasters the World Soft- 
ball Champions. 


inning when Manager 


It was a big day for Stephens-Adam- 
son and all Aurora. For Sterkel it was 
a day in which he pitched three shut- 
outs against the World’s toughest com- 
petition. Typically modest and overly 
tired, he could show little excitement. 

But the rest of us can only stand in 
awe of his amazing record: three vic- 
tories in one day, five victories in two 
days, and to stretch it one further. 
seven victories in three days. 


SEVEN WINS IN THREE DAYS 

In all he won eight games while 
losing only one. In 6024 innings, he 
struck out 84 (40 more than his closest 
competitor) while walking only 11. He 
pitched four shutouts. 

His only defeat was a 1-0 loss in 12 
innings. 

Author of what is probably the 
greatest sports story of 1959, Harvey 
Sterkel truly deserves the honor of 
being chosen the first Industrial Sports- 
man of the Year. 





THE AMATEUR SOFTBALL ASSOCIATION OF AMERICA 
SALUTES INDUSTRY IN SPORTS 





Governing body of softball in the United States, and affiliated with the International Softball 
Federation, United States Olympic Association, Amateur Athletic Union, National Recreation 
Association and National Industrial Recreation Association. A not for profit corporation, incor- 
porated and dedicated to develop and perpetuate interest in softball and to further the spirit 
of sportsmanship among the youth of America. 





BALLS 
AND 
STRIKES 


Monthly softball newspaper, and official publi- 


OFFICIAL GUIDE 
AND 
RULE BOOK 
The 1960 Fast and Slow Pitch Softball rules 
cation of the Amateur Softball Ass'n. Up-to-the 


minute news of Softball in the United States 


have been completely recodified, and are a must 


for every softball player and manager. This is 
d 200 Foreign Countries. Th | blica- 
si ies Mane ASE gp ha the only official guide and rule book of the Inter- 
tion of its kind. Subscribe and keep abreast of 


: national Joint Rules Committee on Softball. De- 
the latest developments in softball. Subscription 


$1.50 per year, Canada: postal money order 
only special bulk rates. Send subscription to— 
Balls and Strikes, 11 Hill St. 201, Newark 2, 


N. J. or write for details. 


livery March Ist, 1960. Special prices to 
Industry, list. 75¢ per copy. Send your order 
now to Amateur Softball Ass'n. 11 Hill St., 


Newark 2, N. J. to insure prompt delivery. 








THE AMATEUR SOFTBALL ASSOCIATION WELCOMES INQUIRY FROM INDUSTRY 


Our services are free to members of the National Industrial Recreation Association as 
Affiliate Members. Write the National Office, 11 Hill St. Suite 201, Newark 2, New 
Jersey for the name and address of our local representative, and for information on 


our activities. We will gladly assist you with your softball problems. 
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BMRA NEMS 


The Big Year Ahead 


NIRA Directors emphasize expanded research program, 


set bowling tournament dates, unfold conference plans 


Approving an expanded, three-point 
research program, the NIRA Board of 
Directors put in motion a sweeping 
plan to provide thorough, up-to-date 
information on all phases of indus- 


® trial recreation. 


Introduced by Research Director 
Gordon L. Starr at the Board meeting, 
Nov. 14, at the Hotel Sherman, Chi- 


| cago, the program provides for: 


1. Establishment of an Education 
Committee to develop program manuals 
and educational brochures in the fol- 
lowing specific activity areas: athletics, 
arts and crafts, music, entertainment, 
nature, hobbies and cultural. 

Committee chairmen in each of the 
specific areas will be NIRA members 
with special qualifications in the par- 
ticular fields. 

In addition to preparing new ma- 
terials, the committee will revise 


» present NIRA manuals. 


2. Establishment of a research policy 
to stimulate and coordinate research 
by prospective surveyors, research stu- 
dents and others wishing to conduct 
research projects. 

Under the policy, proposed research 
projects will be sent to each member 
of the fiveeman NIRA Research Com- 
mittee who will recommend changes 
and approval or disapproval. 

Upon approval, the survey or ques- 
tionnaire will carry the statement 
“Authorized by the NIRA Research 
Committee.” This policy will guarantee 
that surveys made of NIRA members 
will be worthwhile projects conducted 
according to approved _ statistical 
methods. 

In addition to Starr, members of 
the Research Committee include Dr. 
Herbert Heneman, Director of the In- 
dustrial Relations Center, U. of Minne- 
sota and NIRA past-presidents C. A. 
Benson, Eastman Kodak; A. H. Spin- 


ner, Armstrong Cork; and Kenneth 


Klingler, Consolidated Vacuum. 

3. Research grant to the U. of 
Minnesota to study the relationship of 
employee participation in industrial 
recreation and employee morale, ab- 
senteeism, job tenure, turnover ratings 
and efficiency. This study will be con- 
ducted both by questionnaire and inter- 
view with selected firms in_ the 
Minneapolis-St. Paul area. 

In other business conducted by the 
Directors, both the postal division and 
the national finals of the NIRA Fish-A- 
Rama as well as the second annual 
NIRA-NRA Postal Rifle and Pistol 
Matches (see page 8) were approved 


for 1960. 





The Commodore Hotel in New York 
City was selected as the site for the 
Association’s conference and exhibit in 
1962. This year’s conference will be at 
the Sheraton Cadillac in Detroit and at 
the Hotel Sherman, Chicago in 1961. 


National Bowling Meet 


Final plans for the 13th annual Na- 
tional Industrial Bowling Tournament 
were completed by the NIRA Directors. 

Under NIRA co-sponsorship for the 


NIRA Board of Directors meeting in Chicago, Nov. 14 
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first time, the 1960 event will be hosted 
by the Timken Roller Bearing Co., 
March 26-27 in Canton, Ohio. 

Earl Schreiber, Timken recreation 
director and NIRA bowling committee 
chairman announced that entry forms 
will be in the mail this month. The 
tournament will be run on the same 
basis as in the past: entries will be 
limited to 60 teams on a first-come, 
first-served basis; each company loca- 
tion may enter two teams; and team 
averages cannot exceed 940. 

The nine-game, five-man team event 
will be rolled over 36 newly installed 
AMF-equipped lanes at Canton Recrea- 
tion. As in the past, individual awards 
will be presented for high nine and 
three game series and high game. 

Sponsored by the Whirlpool Corp. 
in St. Joseph, Mich., last year, the 
NIBT was won by Auto Specialities Co. 
with an 8696 team total. George 
Jelinek, Eaton Mfg. Co., Cleveland took 
individual honors with an 1868. 


1960 Conference Plans 


With five months to 
ments for NIRA’s 19th 


ference and Exhibit in 


go, arrange- 
annual Con- 


Detroit have 


already reached the final stages. 
Outlining plans to the Board of Di- 


* 


rectors, Conference Co-chairman Tom 
Shanahan of Ford Motor Company em- 
phasized these highlights in addition 
to an impressive array of key speakers 
and panel sessions: 

1. On the afternoon of the second 
day, delegates will tour the final as- 
sembly line of the Ford Rouge plant 
where they will witness the production 
techniques used in turning out one 
automobile every 45 seconds. From the 
plant they will travel to the famous 

continued 
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PLANNING 1960 National Industrial Bowling Tournament 
(l-r): John Soos, manager, personnel administration, Whirl- 
pool Corp.; Earl Schrieber, recreation director, Timken 
Roller Bearing Co. and this year’s tournament director; Don 
Neer NIRA executive secretary; and Steve Wendelken, Whirl- 
pool Corp., last year’s tournament director. 


continued 

Ford Rotunda which among other dis- 
plays will include the Ford Interna- 
tional annual employees art exhibit. 

2. The following evening delegates 
will be taken by bus into Canada 
where they will be greeted by the 
Royal Canadian Mounted Police and 
the Scotch Kiltie Band. In Canada, the 
group will inspect public park facilities 
and tour the Hiram Walker distillery. 
Then will taken to 
Canada’s top night club, the Elmwood 
Casino for dinner and floor show. 

3. Entertainment at the Inauguaral 
Banquet on the last night of the Con- 
ference will feature professional acts 
that delegates would want to hire to 
perform at their own recreation func- 
tions. 


delegates be 


The Conference, to be held May 22- ;>—— 


25 at the Sheraton-Cadillac Hotel, is 


co-sponsored by the Industrial Recrea- | 


tion Association of Detroit. 


NIRA Workshop 


Industrial recreation directors from 
the Southeast gathered in Pensacola. 
Fla., Oct. 23, for the NIRA Region IV 
Workshop. 

Co-sponsored by The St. Regis Paper 
Company and The Chemstrand Corp., 
the workshop featured discussion ses- 
sions on recreation trends in the South- 
east, business and industry recreation 
problems, and “why should manage- 
ment be concerned with recreation.” 

NIRA President John Leslie of 
Minnesota Mining & Mfg. Co. de- 
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livered the keynote speech, “Recreation 
Is an Integral Part of a Sound Person- 
nel Program.” 


Early Booth Sales 


Indicating a sell-out house, early 
booth sales for the 1960 NIRA Con- 
ference and Exhibit climbed to 37 at 
press time. 

The following exhibitors have al- 
ready reserved space in the year’s onlv 
display of industrial recreation eqni- 
ment and services: 

Adirondack Bats, Inc. 

American Bowling Congress 

American Playground Device Co. 
Athletic Institute, Inc. 

Automatic Canteen Company of America 
The Coca-Cola Company 

Conn Corporation 


ATTENDING NIRA Region IV Workshop (standing, I-r); 
Summers Jarrett, The Chemstrand Corp.; R. L. Sidebottom, 
Escambia Chemical Corp.; Bill Hatcher, Columbia National 
Corp.; Mat Matlack, Aro, Inc.; (sitting, l-r) Red Barnhart, §, 
Regis Paper Co.; John Leslie, Minn. Mining & Mfg. Co.; and 
Bob Turner, West Point Mfg. Co. 

















Converse Rubber Company we 
Eastman Kodak Company a 
Hillerich & Bradsby Company pl 
Interstate Detroit Coffee Company Of 
The MacGregor Company all 
The Morgan Sign Machine Co. 
National Association of Amusement Parks, 
Pools and Beaches ae ca 
National Bowling Council @ pl 
National Golf Foundation ar 


National Rifle Association 
New York Convention and Visitors Bureau 
Pepsi-Cola Company 

Rawlings Sporting Goods Company 
Sabena Belgian World Airlines 

Saunders Manufacturing & Novelty Co. 
The Seamless Rubber Co. 

The Seven-Up Company 

Sico Manufacturing Co., Inc. 

Shakespeare Company 

Smith Enterprises, Inc. 

Transport & Travel Contractors, Ine. 
Waldron & Company, Inc. 

Wenger Music Equipment Company 
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EXHIBIT FLOOR PLAN—checked booths have been sold 










Postal shooting contest 
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Industry gun clubs open fire this 
month in the installment of 
NIRA’s nationwide, company-only 


second 


postal shooting matches. 


Co-sponsored with NIRA by the Na- 


®) 


© tional Rifle Association of America, the 
FS event is open to any bona fide em- 
ployee of a NIRA member company. 
Official entry forms will be mailed to 
all members within the next two weeks. 


To compete, the individual, team 
captain or recreation director 
© pletes the entry form (see cut below) 


com- 


® and mails it to the National Rifle As- 


Bureau 





ANNUAL NIRA-NRA POSTAL MATCHES 


ENTRY FORM 


INSTRUCTIONS: 

Fill out this entry form and send with entry 
National Rifle Pro- 
gram Division, 1600 Rhode Avenue, 
N. W., Washington 6, D.C. 


fees to the Association, 


Island 


The 


Print or type name af NIRA member company 
Match Match Number 
Numbe Name of Entries 
1 Individual rimfire rifle 


3S Rimfire rifle team 


3 Individual rimfire pistol 

+ Rimfire pistol team 

5 CO. Gas Operated Individ 
nal rifle 

6 CO, Gas Operated rifle 
team 

7. COs Gas Operated Individ- 


yal pistol 
CO, Gas Operated pistol 
team 


INDIVIDUAL MATCHES 


Number entered ..... at $1.00 each 


TEAM MATCHES 


Number entered at $4.00 each 


Total Entry Fee 
SEND REGISTERED TARGETS TO: 


NSignatiere 


Street Address 


INDUSTRY MARKSMEN 
COMMENCE FIRING 


Second annual NIRA-NRA rifle and pistol matches get underway 


this month for industrial sharpshooters from coast to coast 


NRA will return 


registered contest targets. Contestants 


socation. The then 
may fire the targets on any range at 
any time prior to the contest deadline, 
midnight April 30. After firing, con- 
testants return the targets to NRA for 
judging. 


EIGHT MATCHES 

The contest consists of eight different 
matches: .22 caliber rimfire rifle and 
pistol for teams and individuals and 
CO, gas operated rifle and pistol for 
teams and individuals. Companies may 
enter as many teams and individuals 
in as many matches as they choose. 

Nominal entry fees ($1 per indi- 
vidual, $4 per four-man team) cover 
costs of postage, administration and 
awards. 

National and regional champions 
will be named for all eight matches 
and trophies will be awarded at the 
19th annual NIRA Conference and Ex- 
hibit in Detroit, May 22-25. 

Individual regional awards for all 
matches will be provided on the basis 
of one award for every ten entries in 
each of the eight NIRA regions. Na- 
tional Awards will be presented on a 
similar basis. Members of champion- 
ship teams will also receive individual 
awards. 


COURSE OF FIRE 

Course of fire individual and 
team rifle matches is 10 shots prone 
and 10 shots standing at 50 feet. Pistol 
matches will consist of 20 shots slow 
fire at 50 feet. Course of fire for gas 
operated guns is the same except the 
firing distance is 25 feet. 


for 


The postal contest was continued this 
year by a unanimous vote of the NIRA 
Board of Directors. Its purpose is to 
help recreation directors stimulate gun 
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club activity within their respective 
companies. 

“A postal contest of this type has 
many advantages,” stated Don Neer, 
NIRA executive secretary. “Most im- 
portant, it provides a major event on 
the activities calendar in which all par- 
ticipants have a chance to win national 
recognition.” 

No travel or time from the job is 
necessary, and participation involves a 
minimum expense. 

In addition, each company 
schedule its firing date at any time 
during the four month period, thereby 
working the event into their own pro- 
gram at the most beneficial time. 


can 


STIMULATES ACTIVITY 

Previously organized gun activity is 
not necessary either. An announcement 
to employees is certain to turn up 
several shooting enthusiasts. Teams 
may be selected on the basis of scores 
in the individual matches. 

The national rifle team champion- 
ship was won last year by the Zeppelin 
Rifle Club of the Goodyear Tire & 
Rubber Co. of Akron, Ohio. The Zep’s 
Joe Broderick took individual honors. 

Douglas Aircraft’s Long Beach 
(Calif.) Pistol Club won the national 
pistol title with teammate Henry Biggs 
taking the individual championship. 

In all, 404 employees participated in 
the matches last year. 












repairs during the slow fall season. 


ACTION in Beechcraft Little League will 
be expanded to 12 teams next year: a 
result of forward planning. 
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EQUIPMENT check-in time is also inventory and reorder time for Beechcraft Employees 
Club. The Club has found big advantages in ordering new equipment and making equipment 


by FRANK PEDROJA, Jr. 


PLAN NOW FOR THI 


FACILITIES inspection for g 
team managers get together 
last year by team managers 3 


Equipment purchases, rules review and planning sessions 


start when the season ends for Beechcraft’s 23 teams 


Baseball, the national pastime, is 
now in its 1959-60 hibernation. Once- 
green diamonds are being blasted by 
winter winds and peppered with snow 
flurries. Equipment has been shelved 
to await the arrival of spring. 

The harrassed industrial team man- 
ager who hurriedly shoved his tired 
equipment into storage and heaved a 
sigh of relief as he closed the pages 
of the final tournament game probably 
deserves a winter of rest. 

He may get it by removing all 
thoughts of the game from his mind 
for the next eight months. 


WINTER REVERIE CAN’T LAST 

But he is treading on dangerous 
ground if his winter reverie is jolted 
each April by such opening-practice 
cries of distress as—“Hey, coach! Look 
at the strap on this chest protector.” 
“Hey, coach! That bag at third base is 
all shot!” “Hey, coach! When do we 
get those new shirts?” 

And it can get down right uncom- 
fortable if, during the first practice 
game, that old, unsettled ground rule 
dispute rears its head, or too many 
players show up—or vice versa. 

It is a rare manager who can take 


care of these details and still coach the 
winter kinks out of his players in the§ 
few pre-season weeks usually available. 

In many respects, the best time for 
the industrial team manager to plan his 


coming season’s activities is not at af 
hurriedly-called early spring meeting. § 


but rather at a leisurely, end-of-the: 
season session in August or September. 
For then, while team managers and 
coaches are still playing final games in 
their minds, issues to be settled appear 
real and vivid. And equipment that re: 
quires time for repair or replacement 
can be taken without _ last: 
minute rushing to meet a deadline. 
The Beechcraft Employees Club. 
Wichita, Kansas, successful sponsors of 
23 baseball and softball teams this past 


care of 


year, relies upon end-of-summer prep® § 


ration to get a head start on the season 
ahead. 

For example, no sooner were the bats 
locked in storage when Meyer Nelson. 
employees club manager, called in all 
team managers for a general discus 
sion. Last year’s rules were reviewed; 
a list of managers was compiled; tenta 
tive schedule dates were set up; neW 
equipment was ordered. 

A careful inventory of all equipment 
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fication and general condition is made before 
n planning session. Infield grass was planted 
d near the main plant. 
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had already been made as it was 
turned in by team representatives. Con- 
dition was noted for the records, in 
order that necessary replacements could 
be made. 

Nelson cites definite advantages in 
ordering baseball equipment during the 
fall months. “First, the suppliers have 
sufficient time to complete individual 
or team requirements and yet guaran- 
tee delivery in time for the first prac- 
tice,” he says. 


SAVE ON OFF-SEASON ORDERS 

“Second, the ordering 
offers attractive discounts for the 
buyer,” Nelson adds. 

Beechcraft teams, as a result of care- 
ful, early planning, begin each season 
well equipped. 

A tremendous growth in the baseball 
and softball program at Beechcraft has 
been possible only through the end-of- 
the-season planning sessions. 


off-season 


“In 1957, the employees club spon- 
sored only four organized teams—first 
and second shift softball and an Ameri- 
can Legion team,” Nelson says. 

“The next year, we added Little 
League baseball and slo-pitch softball 
programs, and had a total of 15 
teams.” 


Twenty-three ieams were sponsored 
by the employees club in 1959, There 


were 10 slo-pitch, eight Little League, 


four softball and a Texas League team. 

At this year’s meeting of team man- 
agers, it was agreed to again increase 
over-all participation. For 1960, the 
club, plans to sponsor eight Little 
League teams, for ages 9 through 11; 
six teams for boys from 12 through 14; 
a team of 15-year-olds to play in the 
city league; first and second shift soft- 
ball teams; and 12 slo-pitch teams. 

Such an ambitious program would 
be considered only if early planning 
had not paid off previously. 

“From the beginning, our program 
has been based on the objective of par- 
ticipation for employee club members 
and their families,’ Nelson 
“Varsity-type teams have been dis- 
couraged and will be eliminated next 
year.” 

Nelson lists some rules which were 


states. 


the result of manager-session planning 
and which were responsible in part for 
this year’s successful program. 

In Little League play, a commis- 
sioner has proved to be helpful. He 
rules on any disputed plays during the 
playoffs and nips rhubarbs in the bud. 

All players on the roster are allowed 
to bat. The unlimited substitution rule 
has cut down considerably the problem 
of aggressive parents, and has given 
managers time to teach the skills of the 
game. 


A $2. entry fee enforced in 1959 cut 


PLANNING SESSION at end-of-season covers rule changes, equipment condi- 
tion and tentative schedules for next year. This Fall, club manager, Meyer 
Nelson, met with more than 40 managers and assistants. 
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total drop outs for the season to only 
four boys. 

An early season clinic was again up- 
held by the managers. The players are 
divided according to position, in order 
to facilitate coaching. 

The employees club presented shirts 
and caps to players in the 9 to 11 age 
bracket at the end of the season. 

“The Beechcraft softball program is 
organized on a note of casualness,” 
Nelson explains. 

“We operate on the idea that the 
fewer rules, the better. One rule that 
we have added is that each team must 
bat around for every man who shows 
up and is on the team roster. Unlimited 
substitution in the field gives every 
player an opportunity to get into the 
game.” 


PLAN FOR “EXTRAS” 

The Beechcraft Employees Club is 
fortunate to have a lighted field within 
a short distance of the main plant. This 
year, the diamond sported green grass, 
after a voluntary, cooperative planting 
session by the team managers and 
coaches. 

The lakeside picnic area, site of the 
baseball diamond, has a well-patronized 
concession stand, lighted playground 
and volley ball court. 

The employees club ends the season 
for Little Leaguers with a watermelon 
feed. They also present first and second 
place trophies to winners in league 
play and playoffs. 

Manager Nelson, with his plans for 
1960 well under control and filed away. 
suggests that team managers can still 
beat the spring rush. Says Meyer, “It 
still is not too late to plan now for this 
spring’s ‘play ball.’ ” 
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TRAVEL COUNCIL 
DEVELOPS 
TOUR STANDARDS 


Set up system and specification checklist for 


submitting bids on employee group travel 


To aid industrial recreation directors in negotiating with 
carriers and tour operators for employee tours, the NIRA 
Travel Council has undertaken the development of a Travel 
Service Checklist which will serve as a yardstick of ethical 
conduct to guide directors in judging competitive travel 
bids. 

The checklist will include little known technical points in 
the charter contract such as cancellation clauses, deposits, 
taxes and layover expenses. It will clearly state what ex- 
penses are, and are NOT, included in the charter price by 
all reputable major carriers. 

Expected to be completed and distributed to all NIRA 
members this month, the checklist will take the guess work 
out of tour planning. By comparing bids against the check- 
list, directors will have a positive basis for determining 
quality of travel services as well as quantity. 

In effect, the checklist will also serve as a mark of re- 
liability for NIRA Travel Council members. Travel firms 
must accept the checklist to be eligible for NIRA associate 
membership which is a prerequisite for a seat on the Travel 
Council. 

To facilitate the use of the checklist, the Travel Council 
also set up a voluntary system by which NIRA members 
can obtain bids on prospective employee tours. 

The process is simple: bid solicitation forms will be 
furnished all NIRA members. When planning tours, the 
recreation director will complete the form, listing desired 
destinations, approximate number of people, length of tour 
and other general details. He will then send the form to 
NIRA Headquarters who, in turn, will disseminate the in- 
formation to all members of the Travel Council (see list 
below). Travel Council members will submit bids directly 
to the recreation director. 

By using this system, NIRA members will be dealing 
with the leading firms in the travel industry in selecting the 
best trip for their purposes. 
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CARRIERS’ luncheon meeting (clock-wise from left front); 4 
Jerry Sprayer, KLM; Murray Dick, NIRA Director; Dominion 
Foundry & Steel; John Leslie, NIRA President, 3M Co.; Ed Gleason, 
TWA; Martha Daniell, NIRA Vice President, Nationwide Ins.; Herl e 
Lynn, TWA; Frank Kelly, PAA; Alvin Schweizer, Alaska Airlines; 
Jan Yones, Sabena. 
Ly 
g 






























TOUR OPERATORS’ luncheon meeting (clock-wise from left 7 
front): Jorgen Kolle, Lanseair; Joe Minella, NIRA Director, Eastman 
Kodak; Jim Lynch, World Wide Travel; Gordon Starr, NIRA Re: § 
search Director, U. of Minn.; A. W. Harke, American Express; § 
Oskar Frowein, NIRA Vice President, Republic Aviation: John Rick: 
sen, Transport & Travel; Dick Todd, Industrial Travel Enterprises: 
Ben Getzoff, Happiness; Walter Dowswell, NIRA Vice President. 
Motorola. 








The decision to formulate the checklist and the bid § 
solicitation system was passed in a joint meeting of the 
NIRA Board of Directors and Travel Council at the Hotel 
Sherman, Chicago, Nov. 13. 

Representatives of the carriers and tour operators con- § 
ducted separate luncheon meetings to discuss the preparation 
of the portions of the checklist which concern their particular 
specialities. : 

Each group has subsequently held additional meetings to 
draft a finalized version of the checklist for submission to 
their respective managements. 

Upon approval, the list will be reviewed by NIRA Diree- 
tors and then disseminated to all NIRA members. 





















Carriers: 


Tour Operators: 
Alaska Airlines 


KLM Royal Dutch Airlines 

Pan American World Airways 
System 

Sabena Belgian World Airlines 

Trans World Airlines, Inc. 

United States Overseas Airlines, 
Inc. Inc. 
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NIRA TRAVEL COUNCIL MEMBERS 


Travel firms holding Associate Memberships in NIRA and recommended by a Travel Council member 
and a NIRA company member are eligible for Travel Council membership. 


American Express Company 
Glass Dome Tours, Inc. 
Happiness Travel Service 
Edward Krones Enterprises, Inc. 
Lanseair of California, Inc. 
Lanseair Travel Service, Inc. 
Transport & Travel Contractors, 











Maupintour Associates 
World Wide Travel 







Hotels and Resorts: 
Hotel Fontainebleau (Miami A 
Beach, Fla.) 
Hotel Manhattan (New York City) 
New York Convention & Visitors 
Bureau, Inc. 
















the HILLYARD “MAINTAINEER” ! 
will help you plan Holiday Clean-up... | 


Holiday breaks give you the chance to bring floors back 
to top condition, after the first months of wear. 


front); THE HILLYARD ‘‘MAINTAINEER®” 
cea will gladly help you prepare for most 


s.; Herb MP effective use of this time, with: 
Airlines: 
e A plan, for appropriate treatment of each 
area, ie., strip-in of traffic lanes rather 
than entire floor re-treatment. 


e A schedule, to put each operation in the 
right sequence, with tools and materials 
ready when needed. 


@ Materials for longtime wear, appearance, 
and maintenance economies. 


e@ Latest application methods, to streamline 
each job. 


ym left 


vastman 
RA Re. § 
xpress; 
n Rick: 
rprises: 
esident. i 


ie bid § 
of the 
Hotel 


S con: J 
ration 


Hcular The worst weather and greatest punish- Showers, locker rooms and toilets need Cafeteria areas need special treatment. 
ment lie just ahead, for foyers, lobbies, not get dingy and neglected-looking Ask about one-step cleaning and sani- 
corridors tizing of all surfaces 


ngs to 


ion t 
ion to CALL H | M N OW « = « « « «(and ask him how to pre-condition 


Direc: | your gym floor just before dances) The Hillyard Maintaineer is your consultant on floor care. 
“On Your Staff, Not Your Payroll” 


NOW'S THE TIME TO MAIL THIS COUPON! 
HILLYARD St. Joseph, Mo. Dept. P-6 


Please have the Maintaineer in my area get in touch with me. No charge, 
no obligation for his help! 


ST. JOSEPH, MO. 
San Jose, Calif. 
Passaic, N. J. PIS cs. sccccatsaccceiubeadeaepellonsle pon on maslicees deckaieenie Si acledadaiipmaniie Goonies ; 


Branches and Warehouses in Principal Cities Institution............... 


_ 
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= J.A.--industry’s junior — 


Last year, 2,152 companies sponsored more than 4,300 small 


Thousands of households across the country display skill- 
fully finished and attractive decorative objects such as 
lamps, wall plaques and planters. These products are like 
other similar items on the market, but to the 70,000 teen- 


agers who have made and sold them, they represent 
valuable business experience and insurance in_ their 
futures. 


To the 2,152 companies acting as sponsors of these 
groups, the finished products represent increased good will 
and acceptance in their community and an effective arm 
of their public relations program. 

Hundreds of different items are made each year by high 
school students through Junior Achievement, a nationwide 
educational organization which offers youngsters an op- 
portunity to organize and operate their own small scale 
businesses with the guidance of volunteer advisers from 
business and industry. 

The movement began in 1926 when the late Horace A. 
Moses, chairman of the Strathmore Paper Company argued 
that American high school students should have a chance 
to learn the principles of our free enterprise system along 
with their regular education. 

The program and in 1942, 


began in New England, 
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scale business firms through the Junior Achievement program 


Small companies and large industries cooperated to teach the 


American free enterprise business system to 70,000 teen-agers 


Business leaders find that J.A. sponsorship brings many 


advantages. Here’s how your company can participate this year 


by ADA PASKIND KARI 





Junior Achievement established national headquarters in 
New York. Operations have been enlarged to the extent 
that as of December, 1959, there are over 4,300 individual 
Junior Achievement companies throughout the United 
States and in two Canadian provinces. 


This month, the 4,300 J.A. firms will observe National 


Junior Achievement week. In many cities, the week will § 


be climaxed by a giant trade fair where companies will 
take booth space to display their products in typical mass 
merchandising fashion. 

In the past six years, the average yearly attendance has 
been more than 20,000 during the 2 day fair in Chicago, 
with displays produced by 2,500 Junior Achievers under 
the sponsorship of 200 companies. 

A check with some of the electric companies sponsoring 
J.A. backs up the philosophy of the program as being one 
to teach interested young people how the free enterprise 
system works. 

A typical example is Detroit Edison, sponsor of JA- 
MAK-IT Company, a J.A. company which manufactured 
and sold an ornamental wall plaque. George A. Tuttle, 
Detroit Edison’s Director of Public Information and a 
member of the Junior Achievement board of southeastern 
Michigan, said: “There are many organizations to influence 
the social and physical welfare of our youth, but as far as 
I know, Junior Achievement is the only organization that 
teaches them how to make a living.” 


PERSONNEL REQUIRED FROM YOUR COMPANY 

When a firm decides it wants to participate in Junior 
Achievement, management invites a J.A. representative to 
call on the company. After hearing details, a volunteer 
team to act in an advisory capacity gets together. 

Usually these three or more advisors are middle manage- 
ment people, with an interest in youth and a willingness to 
give one evening each week to their group. 

The business adviser counsels the budding business lead- 
ers in the financial, record keeping, and management 
phases of the enterprise. The production adviser helps the 


HI FI RADIO Company, sponsored by Motorola, Chicago, IIl. 
manufacture small radios for sale to friends, neighbors and 
others on a door-to-door or mail order basis. 

























PLANT-LIFE Achievers, sponsored by Delco-Remy, Dayton, 
Ohio, follow mass production techniques in turning out their 
product. The advisor (standing, right) checks production, 















pies ™ @ $300 to $3,500 are made annually by many companies in metal. plastics, paper, leather and textiles. 
tall . the — depending on the extent to which they par- The non-manufacturing companies include services such 
United ticipate. as secretarial, gardening and general “fix-it” services, as 
: well as production of newspapers, magazines, and radio 
teat ORGANIZING — eereteanes and television shows. 
“k will Once the interest in Junior Achievement has been es: The young businessmen and women decide on the wages 
es will tablished, a call to the local J.A. headquarters is all that is _ they will pay themselves and determine the amount of com- 
ae needed to learn more about the venture. A J.A. representa- _— missions on sales. Average gross sales of a J.A. company 
© tive will meet with your personnel, show a film and explain _ are $300, but many go much higher. 
se be the various phases of the J.A. program. One successful company, Saliko Leather, sponsored by 
densi If there is no Junior Achievement area headquarters __ United Air Lines in San Francisco, last year began with a 
under 4 Near You, assistance will be given directly from the New — $100 capitalization and ended with $536 in sales, They paid 
York office. a 10% dividend to stockholders. Their popular product was 
—" The advisers are usually trained in counselling the embossed leather coasters. 
ng one youngsters in late summer, so that they are ready to get In May of each year, the companies deliberately go out 
mall started at the beginning of the Junior Achievement year of business. Raw materials are liquidated and all debts are 
© (September-May). There are 135 training areas across the _ paid. 
of JA US.A., in 38 states, and 2 in Canadian provinces. If the company has been profitable, and 62% of them 
cheek sania Achievement headquarters furnishes handy card are, the stockholders receive their investment back along 
Tuttle. moe’ for use by advisers in helping to set up a company. __ with a liquidation dividend. If a company has ended up in 
ol a The cards include an outline of what should be covered at continued on page 19 
the first few meetings, and can be followed easily by most 
astern groups. 
—- At the first few meetings of interested youngsters, the 
- a entrepreneurs elect officers, decide on a company name, a 
product to make and sell and determine the amount of 
capital their firm will need. Usually about 15-20 youngsters 
comprise a company. 
They sell capital stock (50 cents a share) to parents, 
Junior friends, neighbors, teachers and others, with a limit of 5 
ive t0 @ shares per person. Average capitalization is about $100. 
unteer After capital is raised, a bank account is opened and 
raw materials are purchased. The company applies for its 
anage- @ J.A. charter, pays rent for space in the local J.A. center 
less to (usually about $3 per month), buys the small tools it needs, 
and leases shop machinery from the J.A. organization. 
lead: Typical of one of the average sized J.A. centers in 265 
ement communities is the new one in Canton, Ohio, which pro- 
ps the 
0, Ill. ACME STEEL Junior Achievers, Chicago, put the finishing 
. onl touches on planters. Production consists of four operations 





Achievers plan and produce their product or service. The 
sales adviser provides guidance in the field of sales plan- 
ning and marketing. 

There is no pricetag on this kind of support by the 
counselling company, although most do participate in the 
general support of the organization. Support ranging from 


before the product is ready to be marketed. 


vides individual business meeting rooms for each company, 


a drill press and portable electric sewing machines. New 
equipment will be added each year as funds become 


PRODUCTS AND FINANCES 


together with production and storage areas. 
The center is equipped with two power saws, a sander, 


available. 





Products are sold door-to-door, by mail order and 
through local retailers. All selling is done by the youngsters 
themselves. 

About 90 per cent of the J.A. enterprises are manufactur- 
ing companies producing and marketing a wide range of 
products including jewelry, children’s toys, wallets, candle- 
sticks, lamps, Christmas tree ornaments, outdoor barbecue 
grills, knick-knack shelves, chopping blocks, snack tables, 
ash trays, beans bags, transistor radios, first aid kits and 










neckties. 
La a) . . 
The basic raw materials most frequently used are wood, 
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¢ TEACUING AING 


” Sound Slidefilms' 


@eeeesenteaaeeeseeveeoeeeeeseoaeaeeee e¢ @ 8 @ 6 oo, 














( COACH-TEACH-STUDY )\): 


Every high school and college athletic department ’ p 
should have a complete set of these modern teaching » fi 
aids. The Athletic Institute’s 35mm sound slidefilms & 


are the greatest sports instruction aids ever produced, 
They’re now used to teach sports skills to over F 
6,000,000 students every year. Slidefilms are easy-to- : { 
understand, authoritative, and economical. They’ll I 
help make your teaching job easier. Each slidefilm a | 
kit contains from 2 to 9 color slidefilm units (avail- d | 


able with or without sound records), instructor’s 


guide, and student handbooks. y 


NOW AVAILABLE IN TWENTY-TWO POPULAR SPORTS SUBJECTS 














e APPARATUS ACTIVITIES ¢ BOWLING ¢ GYMNASTICS e TRACK G&G FIELD 
for boys and men Sound, $34.30 Silent, $28.70 for airls and women Sound, $60.55 Silent, $46.55 
Sound, $57.45 Silent, $49.05 e CAMPING Sound, $44.35 Silent, $38.75 @ TRAMPOLINING 
® ARCHERY Sound, $17.80 e LIFE SAVING Sound, $35.55 Silent, $29.95 
Sound, $42.15 Silent, $36.55 @ COMPETITIVE SWIMMING Sound, $19.50 Silent, $16.70 e TUMBLING 
° BADMINTON Sound, $34.20 Silent, $28.60 oeerTean. Sound, $30.25 _ Silent, $24.65 
: e DIVING . e TUMBLING—ADVANCED 
Sane, G85 | Sant, $47.15 Sound, $45.10 _ Silent, $39.50 Sound, $79.50 _ Silent, $68.30 Sound, $37.25 Silent, $31.65 
° BASEBALL e FENCING e SWIMMING e VOLLEYBAL 











. L 

Sound, $72.20 Silent, $61.00 Sound, $51.70 Silent, $46.10 Sound, $31.90 Silent, $26.30 Sound, $42.30 Silent, $36.70 
e BASKETBALL e GOLF e TENNIS e WRESTLING 

Sound, $61.00 Silent, $50.80 Sound, $43.85 Silent, $38.25 Sound, $57.15 Silent, $48.75 Sound, $65.15 Silent, $56.75 


Write today for full 
details— TH E na - 
The Athletic 
Institute, 


209 S. State St., 
Chicago 4, Illinois 





A NON-PROFIT ORGANIZATION DEVOTED TO THE ADVANCEMENT 
OF ATHLETICS, RECREATION AND PHYSICAL EDUCATION 
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continued from page 17 
the red. its assets are prorated among stockholders. Reports 





are made by all companies to stockholders. 






BENEFITS TO SPONSOR COMPANY 

Leaders from business and industry who have given their 
time in past years find that sponsorship of a J.A. company 
affords many plus factors to their own company, and that 
the personal satisfaction is gratifying. 

Junior Achievement presents a new channel of com- 
munications with neighbors in the community. It makes 
others aware of and appreciate the fact that you are helping 
the youngsters of the community. 

Advisors find that counselling a J.A. company gives them 
a better perspective of their own employer's problems. 
(Often an employee will get a better corporate picture of 
the structure in which he works. A salesman, for instance. 
might see manufacturing in a new light, Also, advisors find 
that their leadership potential receives a healthy workout 
: from the Achievers. 

A. H. Burgess, vice president of Laclede Gas Company. 
St. Louis, counsellor to a J.A. company producing styro- 
foam Christmas decorations gives his ideas of Junior 
Achievement benefits from year of experience. 

Mr. Burgess says this: “We have been active in J.A. for 
12 years, and have found our association with J.A. is not 
only beneficial to the teen-agers, but has provided valuable 
leadership and business training to our junior executives 
who have served as advisors and provided us with a public 
and community relations program demanding our attention 
and support.” 

Continental Can Company last year sponsored JA com- 








nt © panies at nine locations across the country, providing both 
1g ® financial help and advisors to the youngsters from plant 
- » and office staffs. George E. Dyke, a director of Continental, 
1. » commenting on the company’s participation in J.A. re- 

cently said: “If Achievers come to work for us as pro- 
K duction workers, they'll understand their relationship to 
of the sales force, accountants and other members of the busi- 
ll © ness team. They'll realize the reason for a certain disparity 
n © between what they earn as apprentices and what other 
[- people are paid for carrying heavy business responsibilities. 
" Most important of all, they'll understand that the very 

existence of their own jobs depends on the company earn- 

ing enough money to attract venture capital and continue 

to grow.” 

BENEFITS TO YOUTH 

The youthful businessmen and women cope with the 

sess Wy Same problems that an adult business faces: problems of 

sales and production, absenteeism, manufacturing costs, and 
sisi sometimes red ink in the ledger. The young people can use 
24.65 theoretical knowledge learned in school and transfer it into 
31.65 actual practice. 
36.70 One of Illinois Power Company’s J.A. companies, So- 
$6.75 Bo-Co of Danville, Ill, picked up experience in several 


lines of work. The company organized in the fall with the 
intention of producing a serving bowl. When they dis- 
covered that the material to make the bowl could not be 
purchased, the Junior Achievers pulled a rapid switch to 
stay in business. They bought a snow and ice traction ma- 
terial called “Ez-Out” and resold enough of it to tide them 
over until they could start manufacturing a combination 
bread and butter board. When they found that the wood 
scraps leftover from this operation were just right for 





bookends, they began turning them out as a sideline, wind- 
ing up the year with three marketable products. 

The real proof of the practical value of Junior Achieve- 
ment comes once school days are over. When, an Achiever 
goes job hunting, he is equipped with a working experience 
and a firsthand knowledge of business operation. Thus, the 
organization and its sponsoring industries provide a solu- 
tion to that age-old riddle: “How do you get experience to 
get a job when you need a job to get experience?” 

Further information about Junior Achievement is avail- 
able by writing or calling the local J.A. office in your com- 
munity or writing JA’s national headquarters, Junior 


Achievement, Inc., 500 Fifth Avenue, New York 36, N. Y. 


Lag Vegae Luxury 
Gat Economy Prices! 


AT THE 
STARDUST 
rm a 
WORLD’S LARGEST RESORT HOTEL! 

UNSURPASSED MEETING FACILITIES FOR 10 to 

1200 PERSONS...13 Meeting Areas & Private Con- 

ference Rooms * 2 Giant Stages for Showmanship 

Demonstrations +« Exhibitors Gallery 

FUN 'ROUND THE CLOCK...2 Olympic-size Pools 
| jm * Smart Shops * Stellar Entertainment in the Star- 

dust Lounge « All the Excitement of Las Vegas 

SUPERB FOOD... Four Delightful Dining Areas + 24- 

Hour Service. 

And now! The Exciting New ¥ 


a 14 
aN AKU AKU RESTAURANT :- 


9 The Ultimate in Polynesian Cuisine 


1295 DELUXE 
ROOMS & SUITES 


80 $7 to $13! 


At-Your-Door Parking 


WARDUS Hote 


LAS VEGAS, NEVADA 


On Stage! 
| The World's Greatest Floorshow! 


ROOMS from | [EF LIPO DE PARIS 
Revue 
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A BANNER YEAR FOR INDUSTRIAL BASEBALL 


@ Assure the success of your league by becoming a 
member of the N.B.C. National Assn. of Leagues. 


@ Enter the N.B.C. tournament program to deter- 
mine the 1960 National Non-Pro Championship. 


Complete Details 1960 Official (Non-Pro) Baseball Annual 


At Newstands and Athletic Goods Stores After March 15 
PRICE—S$i PER COPY 








Recognizes leading partici- 


pants on a world-wide basis 

for past season, reflecting con- F E A T U R ES 

tinued increase in activity in vin BASEBALL 

non-professional baseball. Pre- Official Rules of Baseball io om 

sents complete resumes of 1959 Directory of Leading Teams et 

ee State and Na- Names of Club Officials 

tional Tournaments, also affili- a 

ated leagues with photos of Nation-wide Tournaments . 

champions. Includes complete N.B.C. Association of Umpires 

details of 1959 program, in- Nat'l Player Contract System 

cluding sites and starting dates N.B.C. Ass’n of Leagues 

of U.S. tournaments climaxed , 

by the 26th annual National N.B.C. Ass'n of Scorers 

Tournament in Wichita, Kan., National Ass’n Old-Timers 
Directory of Past Champions 

Model League Constitution 


NON PRO 


starting Aug. 19. Listed are the 
1959 All-League, All District, 
All-State, and All-American 
selections. 























MAIL YOUR INQUIRIES TO 
NATIONAL BASEBALL CONGRESS—WICHITA (1), KAN. 


NATIONAL BASEBALL CONGRESS 0 R D E R F 0 R M 
WICHITA (1), KANSAS 

Gentlemen: Kindly find enclosed ae for the following: 

Copies of the 1960 issue of Official Baseball Annual at $1.00 each (Add 25c per copy to order to 


cover postage and handling. ) 
ANT Copies of 1961 issue of the Official Baseball Annual at $1.00 each, to be mailed when off the press, 


March 1, 1961. (Add 25c per copy in order to cover postage and handling. ) 
Previous editions of year-book (1945-46-47-48-49-50-51-52-53-54-55-56-57-58-59) at $1.00 each. (Circle 
C t 0 t A d editions desired. ) (Add 25c per copy to cover png and handling. ) 

u u n Copies of Baseball Rule Books (15c retail). Lots of 100 or more, $8.00 per 100, postpaid; more than 
one dozen, $1.00 per dozen, postpaid; single order 15c—add 10c mailing charge. 
© Pads of Box Score — (for newspaper reports of games) at $1.25 per pad. (Add 25c per pad to 
M al | A t 0 nec & cover postage and handlin 


Copies of SCOREMASTERS Official Score Book of National Baseball Congress at $1.50. (Add 25c 
per copy to cover postage and handling. ) 


I am interested in the following materials checked below and will appreciate this information being 
a oo mailed without charge. 








( ) Entering a team in tournament program ( Membership in N.B.C. Association of Umpires. 

( ) Supervision of a District Tournament ( Membership in N.B.C. Association af Scorers. 

( ) Organizing a league in N.B.C. National Assn. ( Organization of an Old-Timers Grou 

C3 7 a of an onde Group in ( Placing players of teams under the Nation-wide 
B.C. National Association. contract system. 


SIGNED BY ADDRESS 
CITY pisses ORE 
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Boating Law Digest 


Thirty-one states have passed boat 
numbering laws in the wake of the 
Federal Boating Act of 1958, and most 
of these have also adopted safety and 
equipment codes, according to a study 
by the Outboard Boating Club of 
America. 

Results of the study are contained 
in a new annual edition of the Associa- 
tion’s DIGEST OF STATE BOATING 
LAWS. 

The digest is a comprehensive collec- 
tion of information on laws and regula- 
tions controlling pleasure boating in all 
states. By means of descriptions, tabula- 
tions and maps, it shows in detail what 
the various states are doing about boat- 
ing regulation. 

The Federal Boating Act calls for the 
and numbering of all 
powerboats over a specified horsepower 
for identification. The act also offers 
the states the option of assuming com- 
plete jurisdiction over the numbering 
of pleasure craft on all waters within 


registration 


their territorial limits in lieu of ex- 
panded Coast Guard action. 

lf any state does not adopt an ac- 
ceptable numbering system by April 
1960, the Coast Guard is empowered to 
number for a fee every boat with a 
motor of more than 10 horsepower. 

Single copies of the digest may be 
obtained free from: OBC, 307 N. 
Michigan Ave., Chicago 1, III. 


Spring and Summer Catalog 


The latest and most modern equip- 
ment is pictured in vivid colors with 
full descriptive information and prices 









1 25¢ 
being 


pires. 
ers. 


-wide | 


ol Woon 


SPRING AND SUMIMER 





in the new, 1960 Wilson Spring and 
Summer catalog. 

Uniforms are given a special section 
and all equipment listed is available 
in a complete range of prices to satisfy 
any budget problem. 

Copies are available from your local 
Wilson distributor or by contacting the 
Advertising Dept., Wilson Sporting 
Goods Co., Prudential Plaza, Chicago 
1, Illinois. 


Maupintour Appoints Citron 


Maupintour Associates of Lawrence, 
Kan., has announced the appointment 
of Alan Citron as Director of Special 
Employee Group Tours in the United 
States and Canada. 


extensive travel 


Citron’s 


career 
started with the completion of his 
formal education in England. Serving 
with Cunard and then Sabena Belgian 
World Airlines, Citron, until recently, 
was the tour promotion manager of Air 
France in North America. 

Based in Kansas City, Citron will 
cover North America for Maupintour, 


a NIRA He will 


assist and cooperate with groups in the 


associate member. 
development of special interest, recrea 
tional and other employee group tours. 


Handicraft with Seeds 


A new adventure in handicrafts, 
Seed Art combines the natural colors 
of real seeds applied to distinctive de- 
signs to create pictures of depth and 
texture not found in any other medium. 

No special skills are required. Seed 
Art kits include everything required: 
seeds, panels, glue, brush, stylus, com- 
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plete and simple instructions. Num- 
bered tubes of real seeds correspond 
to areas on the panels. 


Six different kits, each containing 
two 14x10 panels, are available at 
$5.00 per kit. Matching frames are also 
available at $2.10. 

For information, write: International 
Crafts, Inc.. 325 W. Huron St., Chicago 
10, Ill. 


Pastels For the Ladies 


A new bowling ball with a fashion 
flair of color has just been introduced 
to the nation’s women tenpin enthu- 
siasts by The Brunswick-Balke-Collen- 
der Company. 

Named the Lady Brunswick, the new 
ball features a distinctive pastel blue 
and white color. It is the first all-pastel 
ball ever developed. To complete its 
gift package the lady 
Brunswick added _ color-matched 


for bowler. 
has 
shoes and carrying bags to its new 
line of accessories. 

The Lady Brunswick is available 
now in 12, 13 and 14 pound weights at 


$29.95. 


































CLASSIFIED | 


RATES: regular type, 15 cents each word 
bold face type, 25 cents each word 
copy must be received by the 5th of the month | 
before date of issue in which ad is desired 





ATHLETIC APPAREL 





Team and Industrial Patches Made to Order. 
Send rough sketch, quantity, size and colors | 
for prices. T-Shirts—Sweat Shirts—Jackets, | 
etc. Request complete catalog on company 
stationery. 

THE FELT CRAFTERS, Plaistow 12, N. H. 





RECREATION SUPPLIES 


HAMMATT AND SONS 

Box 2004 Anaheim, Calif. 

“Where the people of the nation find 
THE BEST FOR RECREATION” 


| 
| 
Contact us on your needs for recreation sup- | 
| 











plies. Manufacturers of games, and supplies 
for direct sale to Industrial, Municipal and | 
School recreation depts. 





POSITIONS WANTED 





Seeks position in personnel or ind. rec. 2 yrs. 
experience as pers. mgr. includes setting up 
complete ind. rec. program. Coached high 
school, service and pro football for 8 yrs. 


CP18—RECREATION MANAGEMENT 





Completing mil. service in Dec. B.A. degree 
in rec. and phy. ed. Coached high school 
basketball, active in dramatics, Little League | 
and as camp counselor. Age 24, married. 


CP19—RECREATION MANAGEMENT 





Physical ed. grad recently separated from 
Army. Exp. includes football, basketball high 
school coaching, Army duties as PX officer, 
special services, bonds and savings, safety. 
Age 24, married. 


CP-20—RECREATION MANAGEMENT | 





BS in recreation with two summers’ exp. as 
camp counselor. Leadership qualifications in 
all athletics, dancing, camping and crafts. 
Acceptable salary $4300. Age 23. 
CP-21—RECREATION MANAGEMENT 





Recreation grad discharged from service. 8 
years experience in municpal rec. full and 
part-time. Qualified referee, swimming and 
dance instructor, camp counsellor. 
CP22—RECREATION MANAGEMENT 





High school coach for seven years seeks ind. 
rec. position. Holds B.S. degree in health, 
phys. ed. and rec. Company exp. Two years in 
minor league baseball. 
CP23—RECREATION MANAGEMENT 





Company cut-backs force highly qualified in- 
dustrial rec. dir. to seek better opportunity. 
Three yrs. exp. in comprehensive company 
program including facilities construction and 
management. 8 yrs in municipal rec. dept. 


CP24—RECREATION MANAGEMENT 





Recent college grad with major in recreation. 
Qualified instructor in sports, handicrafts, 
cultural activities. Military oblig. fulfilled. 
Military and YMCA recreation experience. 


CP25—RECREATION MANAGEMENT 





Recently discharged from service, B.S. degree 
in rec, Exp. in sports, music, dramatics, Little 
League, camp counseling, youth fellowship. 


CP26—RECREATION MANAGEMENT 
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RECREATION ROUNDUP 


Connecticut Names Pongratz 


Arthur Pongrantz, supervisor of rec- 
reation and employee services for 
Hamilton Standard, division of United 
Aircraft Corporation, has been elected 
chairman of the Connecticut Industrial 
Recreation Council. 

As chairman of the NIRA affiliated 
council, Pongratz will head a group of 
about 30 delegates from industrial rec- 
reation councils of Connecticut’s major 
cities in promoting industrial recrea- 
tion throughout the state. He will also 


| coordinate the planning for the coun- 


cil’s annual one-day conference. 


Goodyear Chorus Ready 


The Goodyear Chorus, using its first 
full year of activity as something to 
grow on, is preparing for vastly ex- 
panded activity this Winter. 

New songs and medleys, new cos- 
tumes and new dance routines have all 
been readied for presentation any- 
where in the Akron, Ohio area. 

Heretofore limiting appearances to 
the immediate Akron vicinity to groups 
with company connection, the Chorus 
is now booking shows for Canton, Mas- 
sillon and other cities, for any type of 
program. 

Organized a year and a half ago 
through the Goodyear Employe Activi- 
ties Dept, members estimate that they 
sung before more than 2,500 listeners 
during the past season at the request 
of more than 20 organizations. 

Depending on the audience and the 


GOODYEAR’S 18-member Chorus try out a “hayseed” hat used as part of a West: 
ern number. Light classical, pop and special arrangements from the most popular 
stage shows are included in the group’s wide-ranging repetoire. 


960 























Arthur Pongratz 





























occasion, Goodyear presents its Men 
Group, Girls’ Chorus, soloists, duet) 
and even a male quartet. Bookings mam 
be made through the employee activity 
departments of either The Goodyeauly 
Tire & Rubber Co. or Goodyear Airy 


craft Corporation. 4 


craic: 


Three Teams Join NIBL 


Newly franchised San Francisco AJL@ 
Investors, Cleveland Sweeney Piper 
and New York Tuck Tapers have inl™ 
creased National Industrial Basketball 
League membership to nine teams fo) 
the 1960 season. 

The San Francisco entry is spor 
sored by Allen J. Lefferdink Enter 
prises; Cleveland by the Ed Sweene 
Co., piping contractors; and New Yor 
by the Technical Tape Corporation] 
The new teams increase the NIBL® 
schedule to a 144-game double round] 
robin. 























































iF you CAN answer 
these 10 questions 





What does automation mean to industrial recreation ? 


How can industrial recreation improve our company’s ie- 
tirement program? 


How and when are we liable for recreation injuries? 
How much should be spent per employee for recreation? 


Should we build our own recreation facilities? 





Where do vending machines enter the picture? 





s Meng How do we plan for family recreation activities? 


s, duet jim 
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How can we get more employee participation for our rec- 
reation dollar? 


@ What can our program offer to promote executive health 
and fitness? 


@ Why is recreation essential to good business? 


DON’T 








is spol en send a delegate 
Enter ; 

Recess BUT IF YOU don't know all the answers, the 

ow Yori best way to make sure that your recreation pro- 

oration 4 gram is the most comprehensive for your com- 


> NIBLS 


: pany’s needs is to attend NIRA’s 19th annual 
>» rounc 


Conference and Exhibit in Detroit this May— 












MEET AND TALK with industrial 
directors. Together you have a vast pool 
of know-how unobtainable elsewhere. 


HEAR AND SEE top speakers, demon- 
strations and exhibits which kindle new 
ideas and keep you abreast of trends. 











HELP AND BE HELPED in panel 


: . “ee : Rs 
sessions where the give-and-take solves ‘National Industrial I 


your problems of today and tomorrow. 


REGISTRATION fee: $40. for NIRA = te 
members, $50. for non-members, in- : 
cludes three luncheons, two banquets, 
appropriate tours, Special wives pro- ae 
gram $20. Send reservations to NIRA, 
203 N. Wabash Ave., Chicago 1, Ill. 









a West: 
popular 


DO YOU HAVE 
A PROBLEM? 


IF IT CONCERNS EMPLOYEE TRAVEL 
WE CAN HELP YOU 


Your recreation program is really complete if you can offer to help yo 
employees plan their holiday jaunts. ‘They'll probably want to do it to 
gether, too, and what better way for employees to know and understand each 
other than to share common experiences and pleasant memories. In this way 
your company can create a feeling of good will — and it’s easy! 





Happiness Tours — Journeys International will handle all the details 
whether for one or special group movements through your travel club at 
the lowest possible cost. 


In our escorted tours we have America’s greatest vacation values to any 
section of the country. Special “Do-As-U-Please” itineraries to Mexico, Hawail, 
The Caribbean, Europe, Miami Beach, no matter how or when the choice 
is unlimited. 


Experience, a world-wide organization and a staff eager to help makes 
Increase production, sales, good- Happiness - Journeys a choice you can depend on, 
will or prestige. Avail yourself 


Why not send in the coupon below? Request Vacation Guide (available 
February, 1960) which, if you desire, we will imprint in quantity with your 
— we will handle every detail. company name, 


of Happiness Incentive Program 


Indicate the information you desire and clip to your letterhead. 


C) Send a copy of your vacation guide. ) Happiness 


C) Imprint_________ Copies of your vacation guide with our 
company name. 


Co Were intrested in OUIMELYS 


INTERNATIONAL 





Name 





Address 





City 





6 E. Monroe Street — Chicago 3, Illinois 
Telephone STate 2-4900 


Phone 

















ailable 
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